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Solution Workshop 


Objective: 


Approach: 


Ground Rules: 


Sell the Solution 

- efficiently 

- effectively 
Develop skills 


Solution Overview 
Case Study 

IBM Solutions Sales Process 
Solution specific tools 
Practice 


Workshop / Workbook 
Participation 
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Solution Workshop 
Agenda 


•Solution Overview (See SeparateFile) 
•System and Tools 

•Targeting Opportunities / Case Study 
•Stimulating Interest 
•Differentiation 
•Vision Creation 

•Evaluation Plan 
•Pain Chain 

•Value Justification / Business Case 
•Vision Reengineering / Active Leads 


Source: Sales Performance International, Inc. 
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Effective Habits 

INTEGRATION OF KNOWLEDGE, SKILLS, AND DESIRE 



(how to) (want to) 

"Creating a habit requires work in all three areas... It's sometimes a painful 
process. It's a change that has to be motivated by a higher purpose, by the 
willingness to subordinate what you think you want now for what you 
want later." 

Source: Covey, Stephen R. The 7 Habits of Highly Effective People. 

New York: Simon and Schuster, 1989. Used with permission. 
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Solutions Sales Process 


Starting Points" 


Identify 

Opportunities 


Precall Planning and 
Research 


Stimulate 

Interest 


Active Leads 



Sales Call to Define 
Critical Business 
Issues or "Pains" 


Diagnose and Create 
Vision of IBM 
Based Solution 


Leverage New 
Opportunities 



Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 
Summarize Findings 

Proof of Capabilities 

Implementation Plan 

Business Case/ROI 

Legal/Technical/ 

Administrative Approvals 


Opportunity Assessment/ 
Competitive Strategies 


Reengineer 
Vision with IBM 
Differentiators 


Measure Success 
Criteria 


Reach Final 
Agreement 
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Solutions Sales Process 
Process Tools 

•Key Player List (KPL) 

•Pain Chain 

•Reference Story 

•Phone Script 

•Value Proposition 

•Strategic Alignment Prompter 

•9 Block Vision Processing Model 
-Vision Creation 

-Vision Reengineering 


•Pain Sheet 

•Opportunity Assessment 
•Sponsor Letter 
•Power Sponsor Letter 
•Evaluation Plan 


•Value Justification Model 
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IBM Solution Workshop 

CUSTOMIZATION TOOLS 


Tools: How / Where used: 

Key Players List: Identifies the key people and their critical business 

issues (pains) for the industries to which you sell. 

The test question for pain is ... "How is this individual 
measured and/or compensated?" 

Used to anticipate high probability pains for 
prospecting and vision creation. 

Reference Story: Situationally specific tool for creating interest, gaining 

credibility, and initiating the discussion of pain. 

Focus is on the referenced account and not on you or 
your offerings or your company. 

Measureable result is a required element. 


Value Proposition: A tool to stimulate interest... to initiate a sell cycle at a 

high level in a prospect organization. 

A clear statement of the value the seller can bring to a 
particular prospect which answers the questions 
"by how much?" and "for what cost?" 

Projecting the value of a solution realized by Client A 
onto Client B, a prospect. 


A Value Proposition brings the potential value of the 
seller's offering forward, to the front of the sell cycle... 

• • . . -,i ,i i • 'lit Source: Sales Performance International, Inc. 
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Differentiation 

List: 


Identifies those significant features which uniquely 
distinguish this solution from the competition. 


Meaningful when extended to a unique business 
capability needed by the prospect. 

Developing visions of solutions which incorporate 
differentiators is a key to winning in competitive 
situations. 


Pain Sheet: Situationally specific tool to help create a buying 

vision biased to your offerings. 

Provides the control questions used in the 9-Block 
Vision Processing Model (Vision Creation or Vision 
Reengineering). 

Can reduce the learning curve for salespeople new to 
your markets and/or products 

Helps link pain to other key players 

Power Sponsor Documents a successful call with a power sponsor 
or Plan Letter: (and only sent after a call at power). 

Confirms the pain, reasons, vision, "hooks", the 
agreement to explore and introduces the "proposed" 
evaluation plan. 

The primary purpose is to negotiate a sell/buy cycle 
with the Power Sponsor. 

Source: Sales Performance International, Inc. 
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Proposed 
Evaluation Plan: 


A key component of the Power Sponsor or Plan Letter. 


Pain Chain: 


Value Justification 
Model: 


Details the steps that the seller would like in the 
sell/buy cycle... 

In the spirit of "quid pro quo", the seller intersperses 
steps that he/she wants with steps the buyer wants. 

The "go/no go" steps break up a big decision into 
multiple small decisions. 

The buyer accepts the evaluation plan by changing it. 

Illustrates the interdependence of a business and the 
relationship between a pain and the reasons for that 
pain. 

Graphically depicts the basic principle: "pain flows 
through an entire organization". 

Portrays the impact of pain and identifies the nucleus 
of beneficiaries. 

Value can facilitate a number of steps in the sales 
process. 

Value provides the compelling reason for a buyer to 
move forward. 

Value Justification answers the questions: 

- What will be measured? 

- Who is responsible? 

- How much is possible? 

- What capabilities will be needed? 

- When will this investment p&y'IAMtMfW 1100 international, m c . 

All rights reserved 





in Solutions Sales Process 

System and Tools - What’s Used When 


Tool: Key Player List 


Identify 

Opportunities 


Starting Points 


Precall Planning and 
Research 


Tools: Key Player List 

□ Reference Story 
Pain Chain 
Pain Sheet 


Tools: Sponsor 
Letter 

S. A. Prompter 


Tools: Reference Story 
Phone Script 
Value 
Proposition 

Key Player List 


Sheet 
n Chain 


Negotiate 
Access to 
Power 


Stimulate 

Interest 


Tools: 

s. J 

Sales Call to Define 

A. Prompter 

31 

Critical Business 


fl 

S Issues or "Pains" 

erence Story 


/ 1 


Ke | 

Diagnose and Create 

To<?is ?layerLlSt 

9-Bloc^ 

Vision of IBM 

Model- VC 

Paii^^ 

\ Based Solution 


pis: 

f Prompter 


^valuation P\n 
Att X Yes 


Power 

k. ? 


Active Leads 


Opportunity Assessment/ 
Competitive Strategies 


Reengineer 
Vision with IBM 
Differentiators 


Tool! Opp. Assessment 


Tools: 9-Block Model- VR 
”" "1 Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 

• Summarize Findings 

• Proof of Capabilities 

• Implementation 
PlBfcsiness 
CtS^R^tJechnicaF 

Administrative Approvals 

• Review Rough Draft 


^^^Tools: 
i Hrompter 


Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 
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sM Solutions Sales Process 


Identify Opportunities / Pre-Call Planning 


Tool: Key Player List 


Identify 

Opportunities 


Starting Points 


Precall Planning and 
Research 


5 >: Key Player List 
Reference Story 
Pain Chain 
Pain Sheet 


Tools: Sponsor 
Letter 

S. A. Prompter 


Tools: Reference Story 
Phone Script 
Value 
Proposition 

Key Player List 


Sheet 
n Chain 


p 

Negotiate 

Access to 

Power 




Stimulate 

Interest 


Tools: 

s. J 

Sales Call to Define 

A. Prompter 


Critical Business 


Cf 

N Issues or "Pains" 

erence Story 

V-"' 

/ 1 


Ke | 

Diagnose and Create 

To<?is ?layerLlSt 

9-Bloc^ 

Vision of IBM 

Model- VC 

Paii^^ 

\ Based Solution 


pis: 

f Prompter 


^valuation P\n 
Att X Yes 
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Active Leads 


Opportunity Assessment/ 
Competitive Strategies ^ 


Reengineer 
Vision with IBM 
Differentiators 


Tool! Opp. Assessment 


Tools: 9-Block Model- 
1 Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 

• Summarize Findings 

• Proof of Capabilities 

• Implementation 
PlBfcsiness 
CtS^R^tJechnicaF 

Administrative Approvals 

• Review Rough Draft 
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Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 
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Current Environment: 


Case Study 


Union Hardware Stores, Incorporated (UHS) is a leading wholesaler of do-it-yourself products with 
annual revenues of $ 100 million. Their product lines are sold directly to a network of hardware 
retailers across the country. These retailers in turn sell their products to consumers. Their profit 
margin is currently 10% and is expected to remain at that level for the next three years. Overall, 
UHS employs over 500 people and they offer over 8000 products to their retailers. The product lines 
cover Electrical, Gardening, Sanitary (Plumbing), Painting and Automotive supplies and tools. 


Current IT Environment: 

UHS has an AS/400 installed at their Headquarters location which manages all inventories for the 
company. Order processing is also done at UHS central facilities from orders collected from the 
retail stores. Order entry is currently performed from telephone based customer service and from 
faxes. The orders are keyed into the system for processing. 


Source: Sales Performance International, Inc. 
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Key Player List 

DISTRIBUTION INDUSTRY 
WHOLESALE / RETAIL 

Key Players Pains 

Chief Executive Officer - Decreasing stock prices - share holder value 

- Declining credit rating 

- Declining profitability 

- Eroding market value 

- Not able to match competitive actions 

Chief Financial Officer 


VP Distribution - Declining profitability 

- Increasing selling and general administrative expenses 

- Declining margins 

- Increased carrying costs (inventories) 

- Revenue declining 

- Increasing credit risk 


VP Merchandising 


- Increasing inventory levels 

- Rising transportation costs 

- Decreasing inventory turns 

- Increasing expediting costs 

- Increasing labor costs 

- Lack of warehouse space 

- High levels of returned items 

- Increasing complexitwpf supply chain.logistics , T 

° sourcer Sates Pefiormance International. Inc. 

- Increasing incidences of goods lost in^^gJj§Werved 

- Increasing complexity of supply chain management 




Key Player List 

DISTRIBUTION INDUSTRY 
WHOLESALE / RETAIL (continued) 

Key Players Pains 


VP Sales and Marketing ^ , 

- Decreasing market snare 

- Decreasing revenues 

- Store traffic down 

- Difficulty in forecasting accurately 

- Difficulty adopting to changing consumer habits 

- Decreasing customer satisfaction 

- Image of stores declining 

- Ineffective advertising 

- Sales staff turnover and cost of training 

Store Manager (retail) 


CIO/VP MIS/IS Executive “ Difficult y in using data collected at point-of-sale 

- Stocking wrong inventory at store levels 

- Increasing credit card fraud 


- Difficulty in communicating across autonomous 

Mgr. Catalog/Direct Mail divisions 

- Difficulty in reacting to required information requests 

- Increasing costs 

- Complex platforms create difficulties in integration 

- Delays in collecting POS data for analysis 

- Legacy systems cannot support organizational growth 

objectives 

- Networks growing in size, volumes and complexity of 

Performance International, Inc. 

- Not meeting strategic goals of departnjQpffghts reserved 







Key Player List 

DISTRIBUTION INDUSTRY 
WHOLESALE/RETAIL 

e-COMMERCE 

Key Players Pains 

President - Decreasing stock prices - share holder value 

- Declining profitability 

Chief Financial Officer 


Declining profitability 

Increasing selling and general administrative expenses 
Increased carrying costs (inventories) 

Revenue declining 


VP Sales and Marketing 
Store Manager (retail) 

Mgr. Catalog / Direct Mail ~~ Increasing costs 

- Increasing inventory levels 

Sales Manager - Increasing expediting costs 

- Increasing labor costs 

Merchandising Analyst 


VP Distribution 


VP Merchandising 


- Cost of new market expansion 

- Improper inventory levels 

- Decreasing market share, „ , , 

. Source: Sales Pertormance International, Inc. 

- Decreasing revenues . „ . , 

All rights reserved 

- Declining store traffic 

- Catalog sales eroding 


Increasing costs to gain and serve lower tier accounts 
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Solutions Sales Process 


Stimulate Interest 


Identify 

Opportunities 


Tool: Key Player List 


Starting Points 


Precall Planning and 
Research 


5 >: Key Player List 
Reference Story 
Pain Chain 
Pain Sheet 


Tools: Sponsor 
Letter 

S. A. Prompter 


Tools: Reference Story 
Phone Script 
Value 
Proposition 

Key Player List 


Sheet 
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Tools: 
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Competitive Strategies ^ 


Reengineer 
Vision with IBM 
Differentiators 


Tool! Opp. Assessment 


Tools: 9-Block Model- 
1 Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 

• Summarize Findings 

• Proof of Capabilities 

• Implementation 
PlBdsiness 
CtS^R^tJechnicaF 

Administrative Approvals 

• Review Rough Draft 


^^^Tools: 
i Hrompter 


Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 
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Reference Story Example 


e-COMMERCE 


Situation: VP Sales, Distribution industry. 


Critical Issue: Sales revenues were decreasing 


Reasons: Retailers in their distribution network were leaving to 

form alliances with other suppliers and campaigns to 
secure additional retailers were unsuccessful. 


Capabilities needed: He/she/they told us they needed a way that when 

(When,who,what) seeking new retailers in the distribution network, to 

have a way to clearly demonstrate their service 
differentiators to new prospects, and also to use this 
demonstrated, differentiated service to retain current 
retailers. 

IBM Provided: We provided him with these capabilities. 


Result: The retail outlet revenues were projected to increase by 

over $8 million per year. 


= SOLUTION SELLING® = 
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Phone Script Exercise 


Purpose: 


Activities: 


Note: 


The purpose of this exercise is for you to (part 1) develop 
your own prospecting (phone) script and (part 2) to 
practice your own prospecting (phone) script. Choose one 
of the templates on the following page in order to 
construct your own script. You will need the following 
for this exercise: 

•Phone Script Template (on the following page) 
•Reference Story (on the preceding page) 

Parti: 

•Each person creates a phone script using the 
following reference story as the source of 
information 

Part 2: 


•When completed, pair off into groups of 
two, seated side-by-side and read your script 
to the other as if you were initiating a 
telephone call 

•The instruction team will be available to 
give help and feedback 

•Be prepared to read yours aloud to the class 
if called upon 

While this exercise is built around telephone 
prospecting, the model can be used for multiple forms of 
prospecting. 


Source: Sales Performance International, Inc. 
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Phone Script Template 


New Customer 

Example 1: This is_with (IBM/Business Partner) . 

We have been working with_for the last_years. 

One of the chief concerns we are hearing (lately) from other_is 

their 

frustration with_. We have been able to 

help our customers deal with this issue and I would like an opportunity to share 
with you how. 


Existing Customer 

Example 2: This is_with (IBM/Business Partner) . I know 

that 

you are our customer and we appreciate your business. One of the chief 
concerns 

we are hearing (lately) from other_within your industry is their 

frustration with_. We have been able to 

help our customers deal with this issue and I would like an opportunity to share 
with you how. 


Source: Sales Performance International, Inc. 
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Value Proposition 


Account A: Success Story 

IBM has successfully installed an e-commerce system for a major distribution 
company, Fox Home Improvement (FHI). FHI, a wholesaler, supplies a group 
of retail stores with do-it-yourself products and had annual revenues of $100 
million with a profit margin of 10%. There are 20 retail outlet stores located 
in the southeastern part of the country. Their product lines consist of 
electrical, gardening, sanitary (plumbing), painting and automotive accessories 
supplies and tools. The e-commerce based system accepts orders 
automatically from the retailers and replenishes stock based on activity and 
reduces the stockouts at the store level. By eliminating lost orders from the 
stores and by providing additional merchandising services, sales have 
improved by 8%. The retailer has over 500 employees and stocks over 8000 
products. The system was implemented for a total cost of $300K. 


Account B: Target Account 

Union Hardware Stores, Inc. is a retailer similar to FHI. Union has revenues 
of $170 million and serves 35 stores located in the Midwest. Union's profit 
margin is 9%. 


Source: Sales Performance International, Inc. 

All rights reserved 






Value Proposition 
example 


Union Hardware should be able to 
increase gross sales by 8% (valued at 
$13.6 million or $1.2 million profit) 
through the ability to recruit new 
retailers by demonstrating highly 
differentiated services at the retail 
store level as a result of an IBM 
internet based e-commerce system for 
an investment of $500,000. 


Source: Sales Performance International, Inc. 

All rights reserved 






Differentiation Exercise 


Purpose: 


Activities: 


This exercise will give you the opportunity to analyze 
how a solution differentiator could provide a relevant 
business capability for a specific key player. 

You will need the following for this exercise: 
•Differentiation List 
•Differentiation Example 
* D i f(%fle{hiafbl lb ^9^ 


•Breakout into groups of 3 

•Complete worksheets 1 and 2 

•Determine how a differentiator 
(feature) can be used (capability) by a 
Key Player 

•The instruction team will debrief the 
exercise by selecting a group(s) to 
share their work. 


Source: Sales Performance International, Inc. 
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Differentiation List 


SOLUTION: e-Commerce 

Key Differentiatiors: 

•Intelligent Catalog Tools 
•Unlimited Growth 

•Secure Electronic Transactions (SET) 
•Business Integration 


Source: Sales Performance International, Inc. 
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Source: Sales Performance 
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Key Player: 
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Relative Businei 
Capabilities: 
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Solutions Sales Process 


Diagnose and Create Vision of IBM based Solution 


Tool: Key Player List 


Identify 

Opportunities 


Starting Points 
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5 >: Key Player List 
Reference Story 
Pain Chain 
Pain Sheet 


Tools: Reference Story 
Phone Script 
Value 
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Stimulate 

Interest 


Sales Call to Define 
Critical Business 
Issues or "Pains" 


Active Leads 


Opportunity Assessment/ 
Competitive Strategies ^ 


Tool! Opp. Assessment 


Tools: Sponsor 
Letter 

S. A. Prompter 


To<?is ]?layerList 
Model- VC 
Sheet 
n Chain 


p 

Negotiate 

Access to 

Power 




Diagnose and Create 
Vision of IBM 
Based Solution 

^^^rValiKtionl^m ^ 

Power 


Reengineer 
Vision with IBM 
Differentiators 


Tools: 9-Block Model- VR 
”" "1 Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 

• Summarize Findings 

• Proof of Capabilities 

• Implementation 
PlBfcsiness 
CtS^R^tJechnicaF 

Administrative Approvals 

• Review Rough Draft 


^^^Tools: 
i Hrompter 


Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 


© 1998 IBM Corp. 













1 When: trying to market to customers 
Who: you 



What: could expand 

your reach and no longer 

distribute paper catalogs except on 


request? 


Version 14.2 ©1997 Michael T. Bosworth 


2 When: 


ordering products 


SOLUTION SELL 


customers 


What: 


could be presented with several 
•inventory levels to build up? # % 

•high based on 


Is the VP of Distribution concerned? 

answering a series of questions? 


•sales to be lost? # $ 

3 When: „ a customer is _ 
•costs ot sales to increase l 


What 



presented with s 

based on their profile? 
•revenues to be affected? # $ 

•G and A expenses rising? % $ 

Is the CFO affected? 


profits to be affected? % $ 


ager 


m me I 


average cost of a catalog? How many do you 

:e ( nef If t/fiifiie Hi Y f rec l uent b’ do you produce 
them? 


2 customers cannot find the product they want? 
How do you measure that? How often does 
that happen? What happens when a customer 
can't find what they want? How many sales 
do you lose when it happens? 


3 you cannot respond in a timely manner to 
seasonal / special promotions or pricing 
actions? How often does this happen? How 
many sales do vou lose when it happens? 




[Ei ? o < 


4 When: ordering goods 


customers 


What: 

could be prompted with promotional 

announcements for 

known affinity 

items to uplift the sale ? 
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4 When: developing catalogs 


SOLUTION SELL 


production department 

What: could create 
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directly to the customer within 24 
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2 When: trying to attract new retailers 

(or SOLUTION SELL 

existing ones) Who: you 


What: had a way to clearly 

differentiate your 
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goal for signing up new retailers? What have 
you achieved? 

1 store traffic at the retail level is declining? By 
how much? What is a percentage point of 
traffic increase worth to the retailer in sales? 
What is it worth to you? 
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VIP Letter 


Potential Power Sponsor 


Mr. John Richmond 

February 28, 1998 

Vice President, Sales and Marketing 
Proper Product Supply, Inc. 

592 Smith Ave. 

East South Bend, OH 38297 

Dear John: 

Thank you for meeting with me and James Watt. I believe it was time well spent for both 
Proper Product and SCA. 

You confirmed that your primary critical issue is eroding market share and its impact on PPS 
profits. In addition to James's catalog sales declines, you also said you were burdened with 
increased costs due to improper inventory levels at the distribution centers and that this was 
further eroding PPS profitability. 

You said that if when customers were entering orders your retailers could immediately survey 
other stores and distribution centers for reallocation of high demand items, and when seeking 
new retailers you could differentiate yourself by the services you provide your retail network, 
and when a promotion was planned, your merchandisers had a way to immediately contact 
your retailers to make them aware of the promotions, that you could increase your market 
share and make an improved contribution to PPS profits. 

I am confident that SCA can give you these capabilities. I am pleased that you are interested 
in taking a serious look at SCA. 

Based on my knowledge to date, I would like to propose an evaluation plan for your further 
exploration of SCA. Look it over with James, and I will call you on Thursday to get your 
thoughts. 

Sincerely, 


Robert Hall 
Attachment 


cc: James watt, rtfs 
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Proposed Evaluation 


Event 


Week of 


Go/No Go 


Interview James Watt 


completed 
Interview John Richmond 

3/13 

Interview Mary Smith, VP Distribution 


completed 

3/13 


Proof of capability /demonstration 
3/20 

Develop implementation plan 
3/20 


Present cost estimates 


and Return on Investment 


Send agreements to legal 


Gain legal approval (Terms and Conditions) 


Review proposal "rough draft" 


AIU<i>H SpjSjSQHai mutually decide to proceed seven times (at each *) in this evaluation 
plan. 4/15 * 

Again, this is my first cut. I'll call you to discuss 
Implementation kickoff 

4/22 


Measure success criteria 


SOLUTION SELLING® == 
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(ongoing) 






DRAFT 


Proposed Evaluation Plan 

This is an example of an evaluation plan for a larger, more complex sale 

Event Week of 

Go/No Go 

Interview James Watt 

3/6 

completed 
Interview John Richmond 

3/13 

Interview Mike Turner, CEO 
3/20 

Interview Mary Smith, VP Distribution 

Interview Robert Evans, VP MIS 

3/20 

Summarize findings to top management and agree on 
evaluation plan 

3/27 

* 

Detailed study of sales operations (Billable) 

Detailed study of marketing operations (Billable) 

Detailed study of catalog operations (Billable) 

Survey MIS 

4/17 

Review of detailed studies and initial cost estimates 4/24 

* 

Proof of concept model (Billable) 

5/1 * 

Develop implementation plan 
5/8 

Gain concurrence of MIS with implementation plan 5/8 

* 

Pj&§eftPiCfi?fed%dkf KGtpally decide to proceed eight times (at each *) in this 

proposed evahkUjon plan. Again, this is my first cut. I'll call you to discuss. * 

frond Aeroomontn to legal tor review SOL UTION SELLING 

... - Version 14.2 ©1997 Michael T. Bosworth • All rights reserved 


* 


4/3 

4/10 

4/10 


completed 

3/20 


Gain legal approval (Terms and Conditions) 


5/22 










Solutions Sales Process 


Pain Chain to Summarize Findings 


Tool: Key Player List 


Identify 

Opportunities 


Starting Points 


Precall Planning and 
Research 


5 >: Key Player List 
Reference Story 
Pain Chain 
Pain Sheet 


Tools: Sponsor 
Letter 

S. A. Prompter 


Tools: Reference Story 
Phone Script 
Value 
Proposition 

Key Player List 


Sheet 
n Chain 


p 

Negotiate 

Access to 

Power 




Stimulate 

Interest 


Tools: 

s. J 

Sales Call to Define 

A. Prompter 


Critical Business 


at 

N Issues or "Pains" 

erence Story 

V-"' 

\ 1 


Ke | 

Diagnose and Create 

To<?is ?layerLlSt 

9-Bloc^ 

Vision of IBM 

Model- VC 

Paii^^ 

\ Based Solution 


pis: 

f Prompter 


^valuation P\n 
Att X Yes 


Power 

k. ? 


Active Leads 


Opportunity Assessment/ 
Competitive Strategies ^ 


Reengineer 
Vision with IBM 
Differentiators 


Tool! Opp. Assessment 


Tools: 9-Block Model- 
| Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

_ Sample Plan Steps: _ 

• Summarize Findings 

• Proof of Capabilities 

• Implementation 
PlBfcsiness 
CtS^R^tJechnicaF 

Administrative Approvals 

• Review Rough Draft 


^^^Tools: 
i Hrompter 


Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 


© 1998 IBM Corp. 








Pain Chain Example 


e-COMMERCE 
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Solutions Sales Process 


Business Case / ROI 


Identify 

Opportunities 


Tool: Key Player List 


Starting Points 


Precall Planning and 
Research 


5 >: Key Player List 
Reference Story 
Pain Chain 
Pain Sheet 


Tools: Sponsor 
Letter 

S. A. Prompter 


Tools: Reference Story 
Phone Script 
Value 
Proposition 

Key Player List 


Sheet 
n Chain 


p 

Negotiate 

Access to 

Power 




Stimulate 

Interest 


Tools: 

s. J 

Sales Call to Define 

A. Prompter 


Critical Business 


at 

N Issues or "Pains" 

erence Story 

V-"' 

/ 1 


Ke | 

Diagnose and Create 

To<?is ?layerLlSt 

9-Bloc^ 

Vision of IBM 

Model- VC 

Paii^^ 

\ Based Solution 


pis: 

f Prompter 


^valuation P\n 
Att X Yes 


Power 

k. ? 


Active Leads 


Opportunity Assessment/ 
Competitive Strategies ^ 


Reengineer 
Vision with IBM 
Differentiators 


Tool! Opp. Assessment 


Tools: 9-Block Model- 
1 Pain Sheet 


Leverage New 
Opportunities 


Develop/Manage 
Evaluation Plan 

Sample Plan Steps: 

• Summarize Findings 

• Proof of Capabilities 
■ Implementation 

Pl®hsiness 
CasggpSJJechnical/ 
Administrative Approvals 

• Review Rough Draft 


^^^Tools: 
f ffrompter 


Sponsor Letter 
Plan 


Power 

Evaluation 


Value 

Justification Model Pain Chain 


Measure Success 
Criteria 


Reach Final 
Agreement 
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Value Justification 


Current Environment: 


EXAMPLE 

PROJECT OVERVIEW 


Union Hardware Stores, Incorporated (UHS) is a leading wholesaler of do-it-yourself products with 
annual revenues of $ 100 million. Their product lines are sold directly to a network of hardware 
retailers across the country. These retailers in turn sell their products to consumers. Their profit 
margin is currently 10% and is expected to remain at that level for the next three years. Overall, 
UHS employs over 500 people and they offer over 8000 products to their distributors. The product 
lines cover Electrical, Gardening, Sanitary (Plumbing), Painting and Automotive supplies and tools. 

There has been a trend of flattening sales over the last two years including catalog sales. Changing 
shopping patterns by consumers has made order fulfillment more difficult, and the retailers are 
experiencing delays in fulfillment and an increasing number of lost orders. This has caused UHS to 
begin experiencing market share erosion. The loss of market share is attributed to several sources 
such as: 

•Increasing out-of-stock conditions at the retail level causing consumers to shop elsewhere. Once 
the consumer buys in an alternate store, they will tend to stay there for future shopping. 

•Lack of store and consumer "personalization" to focus on particular market conditions. 

•Lack of an effective consumer catalog with no emphasis focused upon a particular geography 
and/or demographic set. 

•Inability for marketing to make and implement pricing changes in time to meet competitive 
market conditions or for merchandising to create promotional activities. 

•Inefficiencies in order processing leading to delays in fulfillment and lost orders. 

Current IT Environment: 


UHS has an AS/400 installed at their Headquarters location which manages all inventories for the 
company. Order processing is also done at UHS central facilities from orders collected from the 
retail stores. Order entry is currently perfonned from telephone based customer service and from 
faxes. The orders are keyed into the system for processing. As a result of this paper based system, 
entry errors are very high and delay the processing cycle. Orders are sometimes lost in the shuffle of 
paper. Approximately 2.5% of orders are lost and not recovered. 

Prospect's Vision: 


UHS said they need a way for their retailers to automatically communicate with the replenishment 
system and order goods when safety stock levels were approached. They also want consumers to be 
able to look at a catalog and order using the Internet from both the retail stores and eventually from 
their homes, with shipments made to the retail store for pick up. In addition, they want to be able to 
"personalize" inventories and promotions with demographics maintained in the main system. They 


also need to be able to pool orders and leverage buying power with their downstream supply chain 


providers. 


Source: Sales Performance International, Inc. 


All rights reserved 


What Will Be Measured? 


Increased Profits 

•Increased revenue 

•Automatic replenishment yield 

-Retailers will receive projections of stock outs and orders will be placed in time to 
avoid lost sales 

•Additional sales from associated or affinity products 

-Analysis will be performed of shopping habits, and suggestions of additional goods 
to be ordered will be provided to the retailers 
•Capture of new retailers in the supply network 

-Defined value of doing business will assist in developing new and additional 
customers in the retail chain 
•Promotions and pricing actions 

-Retailers can be alerted and assisted with promotions to take pricing actions in time 
to make them effective 
•Targeted marketing campaigns 

-Catalogs and marketing campaigns can be combined with demographic data and 
directed to shopper / buyer groups 
•Recapture of lost orders 

-Orders which have been lost in the paper based entry cycle will now be fulfilled 


Reduced Costs 

•Redirection of administrative duties and staff (retailers perform order entry) 

-Orders will automatically be collected from retailers resulting in a decrease of 
clerical effort 
•Reduced inventory 

-Overall warehoused inventory levels required to meet demand will be reduced 
resulting in carrying cost reduction 
•Reduced write-offs 

-Reduction of stock items which are not in high demand. Liquidation can take 
place earlier and at lower stock levels 
•Improved purchasing power 

-Leveraging of additional economic order quantities from down stream suppliers 
•Reduced catalog costs 

-Paper catalog production on an ad hoc basis 


Intangibles 

•Improved customer service / image 
•Improved customer partnerships 


Source: Sales Performance International, Inc. 

All rights reserved 






Who Is Responsible? 


Increased Profits 

•Increased revenue 

•Automatic replenishment yield (VP Sales) 

-Retailers will receive projections of stock outs and orders will be placed in time to 
reduce stock outs in the retail store 

•Additional sales from associated or affinity products (VP Merchandising) 

-Analysis will be performed of shopping habits, and suggestions of additional goods 
to be ordered will be provided to the retailers 
•Capture of new retailers in the supply network (VP Sales) 

-Defined value of doing business will assist in developing new and additional 
customers in the retail chain 
•Promotions and pricing actions (VP Merchandising) 

-Retailers can be alerted and assisted with promotions to take pricing actions in time 
to make them effective 

•Targeted marketing campaigns (VP Merchandising) 

-Catalogs and marketing campaigns can be combined with demographic data and 
directed to shopper / buyer groups 
•Recapture of lost orders (VP Sales) 

-Orders which have been lost in the paper based entry cycle will now be fulfilled 


Reduced Costs 

•Redirection of administrative duties and staff (retailers perform order entry) 

(VP Operations) 

-Orders will automatically be collected from retailers resulting in a decrease of 
clerical effort 

•Reduced inventory (VP Distribution) 

-Overall warehoused inventory levels required to meet demand will be reduced 
resulting in carrying cost reduction 
•Reduced write-offs (VP Distribution) 

-Reduction of stock items which are not in high demand. Liquidation can take place 
earlier and at lower stock levels 
•Improved purchasing power (VP Operations) 

-Leveraging of additional economic order quantities from down stream 
suppliersmproved purchasing power 
•Reduced catalog costs (VP Sales) 

-Paper catalog production on an ad hoc basis 


Intangibles 

•Improved customer service / image (President) 
•Improved customer partnerships (President) 


Source: Sales Performance International, Inc. 

All rights reserved 



How Much Is Possible? 


Increased Profits 


1st Year 


•Increased revenue from retailers 

Automatic replenishment yield 

3% Sales lost to competitors x $100 M = $3 M eventually lost 


1/2 regained = $1.5 M 

10 % gross profit: $ 150,000 annual / $37,500 quarterly 

Q1 @ 25% = $ 9,375 

Q2 @ 50% = 18,750 

Q3 @ 75% = 28,125 

Q4 @ 100% = 37,500 

$93,750 

Additional sales from associated or affinity products 

1% Increase = $1 M 

10 % gross profit: $ 100,000 annual / 25,000 quarterly 

1Q@ 10% = $2,500 

2Q@ 10%= 2,500 

3Q @ 50% = 12,500 

4Q @ 100% = 25,000 

42,500 

Capture of new retailers in the supply network 

1.5 % Increase = $1.5 M 

10 % gross profit: $ 150,000 annual / 37,500 quarterly 

Q1 @ 0% = $0,000 

Q2 @ 25% = 9,375 

Q3 @ 75% = 28,125 

Q4 @ 100% = 37,500 

75,000 

Promotions and pricing actions 

1 % Increase = $ 1 M 

10 % gross profit: $ 100,000 annual / 25,000 quarterly 

Q1 @ 0% = $0,000 

Q2 @ 30% = 7,500 

Q3 @ 60% = 15,000 

Q4 @ 90% = 22,500 

45,000 

Targeted marketing campaigns 

1 % Increase = $ 1 M 

10 % gross profit: $100,000 annual / 25,000 quarterly 

Q1 @ 0% = $0,000 

Q2 @ 0% = 0,000 

Q3 @ 30% = 7,500 

Q4 @ 80% = 20,000 

27,500 

Recapture of lost orders 

2 % Increase = $2 M 

10 % gross profit: $200,000 annual / 50,000 quarterly 

Q1 @ 0% = $ 0,000 

Q2 @ 40% = 20,000 

Q3 @ 80% = 40,000 

Q4 @ 100% = 50,000 

110.000 


Total 1st year in€P@H^cg^fS^^Crfhn ce International, Inc. 

$393,750 AI1 ri 9 hts reserved 



How Much Is Possible? 


Reduced Costs 1st Year 

Redirection of administrative workload due to retailers performing order entry 
Beginning staff level: 50 order entry clerks 
Burdened rate $20,000 annually / $5,000 quarterly 
Eventual reduction of 25 clerks 

Q1 0 = $ 000,000 (000,000) 

Q2 2 = 10,000 ( 10,000) 

Q3 8 = 40,000 ( 50,000) 

Q4 12 = 60,000 (110,000) $170,000 

Reduced inventory 

Average inventory on hand: $20M 
Reduce by 15% = $3M reduction 
Cost to carry = 30% 

Q1 = $ 000,000 
Q2 = 000,000 
Q3 = 100,000 

Q4 = 200,000 300,000 

Reduced write-offs 

Average inventory on hand: $10M 

3% write offs = $300,000 - reduce by one third = $100,000 savings annual 
Q1 = $00,000 
Q2 = 00,000 
Q3 = 15,000 

Q4 = 25,000 40,000 

Improved purchasing power 

Cost approximately 40% of gross sales: $40M 
Reduced by 1% = $400,000 


Qi - 

$000,000 


Q2 = 

10,000 


Q3 = 

50,000 


Q4 = 

100,000 

160,000 


Reduced catalog costs 

Catalog costs of $900,000 reduced by 25% Year 1 
Q1 = $000,000 
Q2 = 000,000 
Q3 = 100,000 

Q4 = 125,000 225.000 


Intangibles 

Improved customer service / image 
Improved customer partnerships 


Total first year year cost savings $895,000 

Source: Sales Performance International, 
Inc. 

All rights reserved 






When Will This Investment Pay For Itself? 

Timing Example (ooo's) 


Benefits 

1st. QTR. 

2nd. QTR 

3rd. QTR. 

4th. QTR 

1st. Year 

Profits from increased Sales 






Automatic replenishment 

9.4 

18.7 

28.2 

37.5 

93.8 

Associated products 

2.5 

2.5 

12.5 

25.0 

42.5 

New retailers 

00 

9.3 

28.2 

37.5 

75.0 

Promotions/pricing 

00 

7.5 

15.0 

22.5 

45.0 

Targeted marketing 

00 

00 

7.5 

20.0 

27.5 

Recapture lost orders 

00 

20.0 

40.0 

50.0 

110.0 

Cost reduction 






Redirected Costs 

00 

10.0 

50.0 

110.0 

170.0 

Reduced inventory 

00 

00 

100.0 

200.0 

300.0 

Reduced write-off 

00 

00 

15.0 

25.0 

40.0 

Improved purchasing 

00 

10.0 

50.0 

100.0 

160.0 

Reduced catalog costs 

00 

00 

100.0 

125.0 

225.0 

Total Quarterly Benefit 

11.9 

78.0 

446.4 

752.5 

1,288.8 

^Ronoflt 

119 

89.9 


1 788 8 


V/Uiiur 

Costs 






Software 






Net. commerce 

20.0 

00 

00 

00 

20.0 

Firewall 

10.0 

00 

00 

00 

10.0 

Equipment 






2 x RS/6000 @ $25,000/unit 

50.0 

00 

00 

00 

50.0 

Implementation 






Services 

50.0 

50.0 

50.0 

00 

150.0 

Programming 

50.0 

50.0 

50.0 

00 

150.0 

Total Quarterly Cost 

180.0 

100.0 

100.0 

00 

380.0 

_ 

Cumulative Cost 

lOU.O 

^ou.u 

JOU.V 

JOU.U 







908.8 

Net Quarterly Return 

(168.1) 

(22.0) 

346.4 

752.5 


Net Cumulative Return 

(168.1) 

(190.1) 

156.3 

908.8 



1st. Year Net Return 

$908.8 


Break Even Point 
ROI 


8th month 


Source: Sales Performance International, Inc. 

All rights reserved 


239% 


Solutions Sales Process 
Process Tools 


Additional 
Key Player Lists 
for other 
Industries 


Source: Sales Performance International, Inc. 

All rights reserved 




Key Player List 

MANUFACTURING INDUSTRY 

Key Players Pains 

Chief Executive Officer Eroding market share 

Not meeting investors expectations 
Declining profitability 

Chief Operating Officer 


Inconsistent quality 
Declining margins 

Cost of goods sold rising at an alarming rate 
Chief Financial Officer Can't meet current customer demands 

Operating profits falling 

Inability to consistently reach productivity goals 


CIO/VP MIS 


VP Manufacturing 


Declining margins 
Cash flow problems 
Declining ROI and ROA 
Declining product profitability 
Poor manufacturing investments 


VP Engineering 


Inability to meet users demands 

Inability to provide long-term strategy 

Inability to implement business process reengineering 

Poor internal image 


Not meeting manufacturing and shipment schedules 
Excessive inventory levels 
Inability to meet cost targets 
Poor product quality 

Inability to see total decision support capability 
Limited inanufacturin| < fl l 6kiblbt|filWihpc in lffllA l ) ,nal - lnc - 
Inability to coordinate worldwide resource^ 11 llghts reserved 




Key Player List 

MANUFACTURING INDUSTRY (continued) 

Pains 

Rising costs of distribution and transportation 
Difficulties in managing change 
Declining customer satisfaction 
Missing delivery schedules 
Decreasing inventory turns 


Key Players 
VP Distribution 


Divisional President 


Group Operations Executive 


Decreasing profits 

Declining customer service 

Losing market share 

Lack of controllable infrastructure 

Inconsistent quality 


VP Sales and Marketing 

Declining revenues 
Operational inefficiencies 
- Lack of standardization across groups 
Inability to manage diverse organizations 
Poor resource management 


Inability to meet customer requirements 

Eroding market share 

Poor sales results 

Increasing expenses 

Inability to forecast revenue accurately 

Poor capacity planning 

Inability to predict impact from promotions 


Source: Sales Performance International, Inc. 

All rights reserved 




Key Player List 

INSURANCE INDUSTRY 


Key Players ■ am 

Chief Executive Officer Not meeting regulatory compliance 

Declining profitability 
Declining rating of company 
Not meeting investors' expectations 
Inability to implement strategy 
Decreasing shareholder value 
Eroding market share 

(Workflow) forced to business transformation 


Chief Financial Officer 


SVP Personal Lines Declining profitability 

Declining liquidity 

Increasing leverage 

Increasing cost of underwriting 

Increasing overhead 

Difficult maintaining combined ratios 

VP MIS 


VP Commercial 


Declining customer service 
Increasing demands from agents 
Increasing fraud losses 
Declining profitability (auto) 
Inability to respond to competition 


Source: Sales Performance International, Inc. 

All rights reserved 


Inability to meet user demands 




Key Player List 

INSURANCE INDUSTRY (continued) 


Key Players 

VP Marketing Sales 


VP Underwriting 


Pain 


Increased Competition 
Fewer Agents Offering Our Product 
Limited Product knowledge in Field 
Increased Field Time Serving 
Poor Turnaround on Underwriting 
Inadequate Delivery Service 


VP Administration 

Increasing Risks of Policies 
Poor Turnaround 

Can't Communicate Status to Field 
Limited Infonnation on Exposure 
Poor Customer Service 

VP Investments 


VP Claims 


Manager Application Development 


Increasing Costs 
Increasing Service Complaints 
Increasing Claims 
Declining Budgets 
Employee Productivity is Down 


Source: Sales Performance International, Inc. 

All rights reserved 


Declining Returns on Investments 
Reduced Liquidity of Portfolio 
High % of Assets in RE/Bonds 




Key Player List 

Telecommunications Industry 


Key Players 

Pains 

President/CEO 


VP Strategic Planning and 
Business Development 


VP Marketing and Sales 


VP Public Policy 


CFO 


- Difficulty in responding to increased competition 

- Inability to respond to industry changes with new 

business opportunities 

- Eroding market share 


- Inability to capture new market share 

- Deciding what new products to bring to market 

- Determining new business opportunities 

- Shortening time frame to bring products to market 

- Keeping pace with competition 


- Declining customer satisfaction 

- Not meeting revenue goals 

- Sustaining productivity while downsizing 

- Eroding market share 

- Inability to accurately forecast revenue 

- Not meeting regulatory compliance 

- Unable to manage downsizing trends while sustaining 

productivity 

- Inability to communicate quickly and easily with the FCC 

- Cash flow problems 

- Not meeting regulatory compliance 

- Declining ROI 

- Rising costs 


Source: Sales Performance International, Inc. 

All rights reserved 




Key Player List 

Telecommunications Industry (continued) 


Key Players 
CIO 


VP Human Resources 


_ Pains 

- Inability to share infonnation across the organization 

and extended enterprise 

- Difficulty in keeping up with changes in technology 

- Managing increasing costs and investments 

- Responding to the business needs of the different 
LOBs 

- Poor image within the company 


President or VP of a New - Maintaining comprehensive employee coverage 
Business Group - Difficulty in managing union contracts 

- Increased cost of employee benefits 


VP of Customer Services - Capturing market share 

- Building a new team of people 

- Launching new products and services 

- Establishing value to parent organization 

- Decreasing customer satisfaction 


VP Network Management 


- Reducing response time 

- Integrating various systems for complete customer, 

product, and network 


information 

- Increasing percentage of lost and incomplete orders 


VP Product Development 


- Managing downsizing trends while sustaining 


productivity 

- Inability to meet customer due dates 


Source: Sales Performance International, Inc. 

- Managing the condition of the network A11 n 8 hts reserved 

- Reducing customer down time 

- Maximizing network reliability 

- Efficiently scheduling field technicians 




Key Player List 

Process Industry 


Key Players 

CEO 


Pains 


CFO 


CIO 


- Profits down 

- Personal prestige down (peers, Wall Street) 

- Lack of support from Board of Directors 

- Stock price down 


- Expenses out of control 

- Revenue delays 

- Increase of contingency funds for regulatory fines 

- Inability to accurately forecast revenue 


- Unable to support business growth and changes 

- Dissatisfied line executives 

- Exceeding budgets 

- Difficulty maintaining technical skills currency 


Unable to share info (intemal/extemal) on a timely basis 
Professionals are doing I/S work 
Difficulty with regulatory issues (w/ FDA) 

Delay in bringing new products to market 
Poor productivity of R&D staff 

Delays in delivering new applications 

Unable to meet end users’ needs 

Cost of maintaining current applications is too high 

- Productivity level declining 

- Cannot efficiently collaborate 

' Source: Sales Performance International, Inc. 

- Project delivery dates missed A ll r j g i lts reS erved 


I/S Manager, Applications 


R&D Professionals 




Key Player List 

FINANCE INDUSTRY 

Key Players Pain 

CEO Eroding market share 

Not meeting regulatory compliance 
Declining profits 
Declining revenues 
Poor corporate image 
Inadequate capital 
Poor asset quality 

COO 


CFO 

Decreasing noninterest income 
Declining margins 

Can’t meet current customer demands 
Declining operating profits 

Chief Lending Officer 


Cash flow problems 

Sr/VP Retail Banking Declining ROI & ROA 

Unacceptable investment performance 
Inability to customize reports 


VP Electronic Banking 


Declining margins 

Rising costs of loan applications 

Poor asset quality 

Interest fee income slifipffig Sales Performance International, Inc. 

All rights reserved 

Inability to penetrate market 
Not meeting regulatory compliance 




Key Player List 

FINANCE INDUSTRY (continued) 


Key Players 


Pain 


VP Marketing/Relationship Declining market share 

Management Poor image 

Ineffective promotions/new product introductions 
Inability to establish a profit mindset 
Client dissatisfaction high 

VP Credit 


VP Research 


CIO 


Risk of overexposure on interest payments 
Lack of effective infonnation 
Credit limits exceeded 
Inability to customize reports 


Risk of poor execution on portfolios 
Potential loss of portfolios 
Investment performance unacceptable 
Inability to customize reports 


Source: Sales Performance International, Inc. 

All rights reserved 


Lack of timely low cost solutions to business units 
High cost of transactions 




Key Player List 

LARGE HOSPITAL 


Key Players Pains 

CEO/President Increased competition for new patients 

Managing growth 
Community image 
Declining revenues 
Increasing expenses 

Managing risk in managed care contracts 
Impact of new government regulations 
Creating new organizations such as HMO's/PPO's 
Difficulty attracting new physicians 

Chief Operating Officer (COO) 


Chief Financial Officer (CFO) 


Need to attract more patient volumes 

(inpatient and outpatient) 

Inability to estimate costs 

Inability to know what individual services cost 

(total cost of a hospital stay) 

Impact of new government regulations 
Deliver control over care to protect against 

malpractice 

Minimal defined standards of care 
TQI implementation 

Pressure of reengineering and downsizing the 

organization 

Declining revenues 
Increasing expenses 


Source: Sales Performance International, Inc. 

All rights reserved 




Key Player List 

LARGE HOSPITAL (continued) 


Key Players 


Pains 


Medical Staff Director Provide and maintain high quality of care 

Inconsistent administration of the medical policy 

- Fear of malpractice 

- Lack of access to patient information 
Integration of physician offices/practices into the 

organization 

Recruiting new physicians 

Monitoring physician education and credentials 

Monitoring DRG perfonnance and insurance 


Vice President of Patient Services 


reimbursement 


Vice Planning/Marketing 


Chief Information Officer 


Provide and maintain high quality of care 
Difficult balancing staffing requirements against 

increased expenses 

Budgetary constraints 

Lack of access to patient information 

Inability to know what individual services cost 

(total cost of 

a hospital stay) 

Impact of new government regulations on care provided 
Minimal defined standards of care 
TQI implementation 

Pressure of reengineering and downsizing the 

organization 

Maintaining required educational needs of the 

departments 


Attracting new phys teifflRS Sales Performance International, Inc. 
Increased competition for new patients AU n 8 hts reserved 
Community image 

Mergers/acquisitions with other organizations 
Constantly changing marketplace 




Key Player List 

Pharmaceutical Industry 


Key Players 

President 


CFO 


Pains 


- Not meeting profitability expectations 

- Eroding market share 

- Poor image 

- Capital funds are diminishing 

- Lack of new products (drugs) 

- Constrained by government regulations 

- Poor investor relations 

- Rising cost of capital 

- Poor cash flow 

- Increasing cost of R&D 

- Increasing cost of marketing 


VP of R & D T-, | , , . , 

- Regulatory approval process too long 

- Too long for new product introductions 

- Clinical trials are taking too long 

- Inability to maintain accurate records 

- Technology not keeping pace with business records 


VP of Sales/Marketing 

- Inability to get new products to market quickly 

- Flat sales growth 

- Eroding market share 

- Poor customer service 

- Inability to develop new commercial customers 

- Difficulty positioning new products/services 

- Inability to accurately forecast revenue 
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Key Player List 

Pharmaceutical Industry (continued) 

Key Players P a i ns 

CIO - Unable to manage growth 

- No control over various divisions to drive 
standardization 

- Inability to evaluate and apply new technology 

- Unable to determine ROI on technology 

MIS Management - Unable to manage growth 

- Inability to make disparate systems work 
together 

- Unable to determine ROI on technology 

- End user dissatisfaction 


VP Regulatory Affairs - Difficulty in tracking regulations 

- Adverse event tracking and inadequate reporting 

- Inability to report information to the FDA or 
other regulatory body in a timely and accurate 
fashion 


VP Quality - Inability to establish and maintain quality 

standards 

- Inability to benchmark product quality 

- Inability to document SOP's and Protocols 
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Key Player List 

Information Systems 


Key Players _ 

Director Information Systems/ - Inability to meet user demands 

Information Systems Manager . Inability to keep up with technological change 

- Growing application backlog 

- Legacy systems no longer support the business 

- Respond to demands of organization 

- Poor image within the company 

- Budget reduction 

- Growing network with conflicting protocols 

- Client/server requirements increasing 

- Hardware downsizing 

Application Development Management 


- Too many people dedicated to maintenance 

- Inability to make perceived minor changes 

- Inability to deliver ad-hoc requests 

- Delivery schedule for applications too long 

- Poor estimating capability 

- Inability to use leading edge technology 

- Legacy programmers need training 

- Integrated data bottlenecks 

- Poorly written specifications 

- Lack of user involvement & commitment 

- Blackmailed by some senior people 

- Inability to attract new people 
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- Difficulty building a business case 








Key Player List 

Information Systems (continued) 


Key Players 
Pains 

Systems & Network Manager 


Application Developer 


Manager of Programming 


- C/S will overload the network 

- Distribution control of new versions of 

software is a nightmare 

- Cost administration of C/S model 

- Growing network with conflicting protocols 


- Applications not on target with user requests 

- Inability to contribute to the business 

- Buried in maintenance 

- Trained in waterfall paradigm technique 

- No education budget 

- Inability to satisfy user demands 

- Lack of application development tools 

- Concerned about professional growth 


- Inability to deliver applications in timely 
manner 

- Need to get products to market faster 

- Inability to manage increasing complexity 

- Version control 

- Growing number of PCs and Macs to 

support increasing number of end- 

users 
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